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ALBA, Joseph W. see Hutchinson, J. Wesley (December 
1991) 


ALLEN, Chris T., Karen A. MACHLEIT, and Susan 
Schultz KLEINE (1992), A Comparison of Attitudes 
and Emotions as Predictors of Behavior at Diverse 
Levels of Behavioral Experience (March), 493-504. 


This study examines individuals’ reports about emotive experience 
vis-a-vis their attitudinal judgments as predictors of subsequent 
behavior. Hypotheses are developed around the general premise 
that emotional reports tap information with motivational impli- 
cations that need not be integrated into attitude judgments and 
thus should supplement attitude in prediction. The hypotheses 
are tested with a unique data base that allows categorization of 
subjects on the basis of diverse levels of prior experience and 
features naturally occurring behavior over a 12-month period as 
the criterion variable. The data support the premise that emotional 
variables can serve as incremental predictors in instances in which 
situational pressures may inhibit formation of meaningful attitudes. 
Also, the data suggest that emotional reports may furnish some 
unique information about what perpetuates a behavior. Impli- 
cations for further integration of emotional experience into con- 
sumer research are discussed. 


ANDERSON, Eugene W. and Steven M. SHUGAN 
(1991), Repositioning for Changing Preferences: The 
Case of Beef versus Poultry (September), 219-232. 


We demonstrate that a superior, high-share product (beef) could 
lose its relative position and sales as a result of a change in consumer 
preference for an attribute (convenience) on which the competition 
(poultry) was actually weaker. We use multiple data sources to 
show this has happened for beef and poultry, rather than the 
alternative explanation of increased health awareness. These sources 
include United States Department of Agriculture (USDA) con- 
sumption data, a time series of new product introductions, and 
a sample of convenience beef and poultry products. The data 
support the hypothesis that increased demand for convenience 
contributed to poultry’s success rather than the explanation that 
increased health awareness is solely responsible. 


ARMSTRONG, J. Scott (1991), Prediction of Consumer 
Behavior by Experts and Novices (September), 25 1- 
256. 


Are those who are familiar with scientific research on consumer 
behavior better able to make predictions about phenomena in this 
field? Predictions were made for 105 hypotheses from 20 empirical 
studies selected from Journal of Consumer Research. A total of 
1,736 predictions were obtained from 16 academics, |2 practitio- 
ners, and 43 high school students. The practitioners were correct 
on 58.2 percent of the hypotheses, the students on 56.6 percent, 
and the academics on 51.3 percent. No group performed better 
than chance. 


ARNOULD, Eric J. see Wallendorf, Melanie (June 1991} 


B 


BAGOZZI, Richard P., Hans BAUMGARTNER, and 
Youjae YI (1992), State versus Action Orientation 
and the Theory of Reasoned Action: An Application 
to Coupon Usage (March), 505-518. 


This article investigates how the individual difference variable of 
state versus action orientation moderates the pattern of relationships 
among constructs in the theory of reasoned action. State orientation 
refers to a low capacity for the enactment of action-related mental 
structures, whereas action orientation refers to a high capacity for 
this type of enactment. A field study was conducted in the context 
of consumers’ self-reported usage of coupons for grocery shopping. 
The results showed that state versus action orientation moderates 
the re'ative importance of determinants of intentions; specifically, 
subjective norms become more important as people become state 
oriented, whereas the relative importance of attitudes increases as 
people become action oriented. In addition, the study showed that 
past behavior is a determinant of intentions to use coupons. 


BATESON, John E. G. see Hui, Michael K. (September 
1991) 


BAUMGARTNER, Hans see Bagozzi, Richard P. (March 
1992) 


BHATLA, Sunil see Miniard, Paul W. (June 1991) 

BRUCKS, Merrie see Costley, Carolyn L. (March 1992) 

BRUCKS, Merrie see Ozanne, Julie L. (March 1992) 

ey Melissa S. see Kolbe, Richard H. (September 
1991) 


BURTON, Scot see Lichtenstein, Donald R. (December 
1991) 
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CHAIKEN, Shelly see Ratneshwar, S. (June 1991) 


CHAKRAVARTI, Dipankar see Lynch, John G., Jr. 
(December 1991) 


CHILDERS, Terry L. see Heckler, Susan E. (March 1992) 


COSTLEY, Carolyn L. and Merrie BRUCKS (1992), Se- 
lective Recall and Information Use in Consumer 
Preferences (March), 464-474. 


This study investigated the relation between consumers’ memory 
and use of information in judging brand preferences. the authors 
used ads to test hypotheses about how pictorial and verbal pre- 
sentations of previously encountered information and the content . 
of subsequently encountered information affect recall and infor- 
mation use in shaping brand preferences. Even when subjects 
more easily recalled pictured attributes than verbally described 
attributes, this picture superiority effect did not influence memory- 
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based preferences. In contrast, externally available information 
for an alternative brand influenced both recall and preferences. 
The overall pattern of results suggests that enhancing recallability 
improves the likelihood that consumers will use a piece of infor- 
mation to compare brands only if other information is unavailable 
or inadequate. 


COTE, Jane see Cote, Joseph A. (December 1991) 
COTE, Joseph A., Siew Meng LEONG, and Jane COTE 


(1991), Assessing the Influence of Journal of Con- 
sumer Research: A Citation Analysis (December), 
402-410. 


This article employs citation analysis to investigate empirically 
the influence of the Journal of Consumer Research (JCR) on the 
social science literature. Some 7,166 citations from the Social 
Science Citation Index (1974-1989) were made to 537 articles 
published in JCR between 1974 and 1986. The results show that 
most research appearing in JCR is used and that research in the 
journal has an influence on other disciplines. Consumer research, 
marketing, and psychology were the largest users of JCR. Empirical 
articles have the single largest influence on the literature, although 
review and theory articles have a disproportionate influence. 
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DICKSON, Peter R. see Miniard, Paul W. (June 1991) 
DICKSON, Peter R. see Urbany, Joel E. (June 1991) 
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ENGLE, Randall W. see Shimp, Terence A. (June 1991) 
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GARNER, Thesia I. and Janet WAGNER (1991), Eco- 


nomic Dimensions of Household Gift Giving (De- 
cember), 368-379. 


The purpose of this research was to explore economic dimensions 
of a consumer gift-giving model. Two dimensions of extrahousehold 
gift expenditures were modeled: the probability of giving and the 
expected value of the corresponding expenditures. Data were from 
4,139 households in the Quarterly Interview component of the 
1984-1985 U.S. Continuing Consumer Expenditure Survey. The 
results demonstrated that both the probability of giving and the 
value of annual expenditures for gifts given outside the consumer 
unit are related to total expenditures (a proxy for income), family 
size, life-cycle stage, and education. In addition, the probability 
of gift giving is related to the number of female adults, ethnicity, 
and urbanization, and the value of gift expenditures is related to 
region. Extrahousehold gift expenditures appear to be a luxury— 
as income increases, gift expenditures increase more rapidly. 


GLAZER, Rashi, Barbara E. KAHN, and William L. 


MOORE (1991), The Influence of External Con- 
straints on Brand Choice: The Lone-Alternative Ef- 
fect (June), 119-127. 


In an earlier Journal of Consumer Research article, Kahn, Moore, 
and Glazer examined the phenomenon of constrained choice in 
experimental settings and found empirical results that ran counter 
to generally accepted models of hierarchical choice (e.g., preference 
trees). In this article, we reexamine those findings. Specifically, 
our main purposes are (1) to provide an explanation for the de- 
viations from accepted theoretical models, (2) to suggest operational 
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measures for the new constructs identified by Kahn, Moore, and 
Glazer, and (3) to propose a modification of hierarchical models 
that improves choice prediction by adjusting for bias against lone 
alternatives. 


GOULD, Stephen J. (1991), The Self-manipulation of 


My Pervasive, Perceived Vital Energy through Prod- 
uct Use: An Introspective-Praxis Perspective (Sep- 
tember), 194-207. 


Consumer researchers, as well as others, have overlooked the per- 
ceived vital energy dimension of consumer behavior. To deal with 
this issue, this article uses an introspective-praxis approach to 
explore as “thickly” as possible the pervasive role perceived vital 
energy plays in one consumer’s everyday use of products, namely, 
my own. In doing so, it introduces an energy-based model of 
product use that encompasses the characteristics/states of that 
vital energy and the product-related operations employed by the 
consumer to manipulate those states. After these aspects of energy 
are considered, several thematic examples concerning its role and 
significance in my own consumption are discussed. Finally, im- 
plications for future research are considered. 


GREWAL, Dhruv see Ozanne, Julie L. (March 1992) 


H 


HECKLER, Susan E. and Terry L. CHILDERS (1992), 


The Role of Expectancy and Relevancy in Memory 
for Verbal and Visual Information: What Is Incon- 
gruency? (March), 475-492. 


Three experiments are presented that investigate the effect of using 
incongruent information to improve the memorability of complex 
marketing communications. The basic premise of the research is 
that incongruency is a multidimensional concept, the components 
of which may produce countervailing effects on memory. Drawing 
on research in social cognition and information processing, a theo- 
retical framework is developed that posits two dimensions of in- 
congruency, relevancy and expectancy. Results of the research 
provide empirical support for the framework and suggest impli- 
cations for consumer research and the development of ads. 


HEISLEY, Deborah D. and Sidney J. LEVY (1991), Au- 


todriving: A Photoelicitation Technique (December), 
257-272. 


This article presents a literature review that explains the antecedents 
and values of visual research. Then it illustrates the use of pho- 
tographs and audio recordings of informants to enrich interviews. 
The term autodriving indicates that the interview is “driven” by 
informants who are seeing and hearing their own behavior. Au- 
todriving addresses the obtrusiveness and reactivity inherent in 
consumer-behavior research by explicitly encouraging consumers 
to comment on their consumption behavior as the photographs 
and recordings represent it. Thus, the research aims for a negotiated 
interpretation of consumption events. The results suggest that 
photographs offer exciting challenges to informants by encouraging 
their need to explain themselves. 


HILL, Ronald Paul (1991), Homeless Women, Special 


Possessions, and the Meaning of “Home”: An Eth- 
nographic Case Study (December), 298-310. 


This article investigates homelessness among adult women, an 
important and growing subpopulation among the homeless. To 
examine their situation within a consumer-behavior context, an 
ethnographic case study of a shelter for homeless women run by 
an order of Roman Catholic sisters was performed. The study 
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focused on how these women became homeless, the effects of early 
life experiences on their homelessness, available emotional and 
financial support, possessions that were lost, maintained, or became 
available during their homeless period(s), their perspectives on 
their lives at the shelter and its ability to act as a “home,” and 
their fantasies about home life. Public policy implications and 
contributions of these findings to the developing literature in con- 
sumer behavior regarding the meaning of possessions are discussed. 


HOFFMAN, Donna L. see Kopalle, Praveen K. (March 


1992) 


HUBER, Joel and Noreen M. KLEIN (1991), Adapting 


Cutoffs to the Choice Environment: The Effects of 
Attribute Correlation and Reliability (December), 
346-357. 


Consumers frequently simplify complex choices by setting attribute 
cutoffs, which are minimum acceptable levels that an alternative 
must possess to be considered further. We explore the extent to 
which consumers adapt these cutoffs to the choice environment. 
We show that, as the reliability of information about the attribute 
increases, consumers make more severe cutoffs (i.e., fewer attribute 
levels are acceptable). Further, positive correlations between at- 
tributes elicit more severe cutoffs than negative correlations do, 
and consumers’ expectations about the choice outcome partially 
mediate this relationship. The format of correlational information 
also affects adaptation: consumers adapt their cutoffs when they 
are given direct information about the correlation, but not when 
they are allowed to infer the correlation from a set of alternatives. 
Overall, consumers appear to adapt to information about reliability 
and correlations, but they have difficulty assessing correlation from 
the choice environment. 


HUI, Michael K. and John E. G. BATESON (1991), 
Perceived Control and the Effects of Crowding and 


Consumer Choice on the Service Experience (Sep- 
tember), 174-184. 


Perceived control is proposed to be a crucial variable in mediating 
the consumer’s emotional and behavioral responses to the physical 
environment and the contact personnel that constitute the service 
encounter. Results of an experimental test of this proposition con- 
firm the importance of perceived control in mediating the effects 
of two situational features of the encounter—consumer density 
(the number of consumers that are present in a service setting) 
and consumer choice (whether it is a person’s own decision to 
enter into, and stay in, a service situation)—on the pleasantness 
of the service experience and the consumer’s approach-avoidance 
responses to the service encounter. 


HUNT, Shelby D. (1991), Positivism and Paradigm 


Dominance in Consumer Research: Toward Critical 
Pluralism and Rapprochement (June), 32-44. 


As spirited debate continues on the appropriate philosophical and 
methodological foundations for consumer research, participants 
claim the literature has been full of misconceptions, misunder- 
standings, misrepresentations, and mischaracterizations. Through 
historical methodology, this article shows that these “misses” stem, 
at least in part, from the debate’s having been historically ill in- 
formed about the origins and fundamental beliefs of a group of 
philosophers called logical positivists. After addressing a funda- 
mental premise of the entire debate (i.e., that contemporary social 
science and consumer research are dominated by positivism), this 
article advocates critical pluralism and documents a favorable 
prognosis for rapprochement. 


HUTCHINSON, J. Wesley and Joseph W. ALBA (1991), 


Ignoring Irrelevant Information: Situational Deter- 
minants of Consumer Learning (December), 325- 
345. 


JOURNAL OF CONSUMER RESEARCH 


Three experiments examined the effects of situational factors on 
the ability to learn simple rules for <lassifying products and es- 
timating prices. In each experiment, multiattribute information 
about stereo speakers was presented to subjects in a training phase. 
However, only one attribute was diagnostic. Analytic processing 
(i.e., the ability to isolate the diagnostic attribute in a subsequent 
test of product knowledge) was measured. Results showed that 
analytic processing varied significantly as a function of memory 
load, processing goals, type of information search, and the relative 
perceptual salience of product attributes. Surprisingly little holistic 
(i.e., multiattribute) processing was observed among nonanalytic 
subjects. Most of these subjects relied on a small subset of attributes, 
often placing heavy emphasis on a single nondiagnostic attribute. 


HYATT, Eva M. see Shimp, Terence A. (December 1991) 
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KAHN, Barbara E. see Glazer, Rashi (June 1991) 
KAMAKURA, Wagner A. and José Afonso MAZZON 


(1991), Value Segmentation: A Model for the Mea- 
surement of Values and Value Systems (September), 
208-218. 


This article develops a model for the measurement of human 
values that, rather than obtain aggregate measurements, identifies 
distinct value systems within a population and classifies individuals 
according to them. These value systems are inferred from the 
stated priority rankings, obtained from each individual via the 
Rokeach value survey. 


KARSON, Eric J. see Lichtenstein, Donald R. (December 


1991) 


KAUFMAN, Carol Felker, Paul M. LANE, and Jay D. 


LINDQUIST (1991), Exploring More than 24 Hours 
a Day: A Preliminary Investigation of Polychronic 
Time Use (December), 392-401. 


The present exploratory study investigates the concept of poly- 
chronic time use through the development and preliminary testing 
of a proposed scale, the Polychronic Attitude Index (PAI). Poly- 
chronic time use is defined and reviewed in relation to role overload 
and household demographic characteristics. When a sample of 
consumers in New Jersey was surveyed, both the PAI and role 
overload were found to be related to different types of polychronic 
time use. Overall, this research demonstrates that the concept of 
polychronic time use contributes to our understanding of consumer 
behavior and raises questions worthy of future research. 


KERNAN, Jerome B. see Kleine, Robert E., III (Decem- 


ber 1991) 


KLEIN, Noreen M. see Huber, Joel (December 1991) 
KLEINE, Robert E., III] and Jerome B. KERNAN (1991), 


Contextual Influences on the Meanings Ascribed to 


Ordinary Consumption Objects (December), 311- 
324. 


Although the perception of contextualized objects pervades our 
everyday experiences, the literature provides little insight into how 
consumers ascribe meaning to contextualized products or indeed 
into what meaning is. We address this gap in the literature by 
providing a conceptualization of consumption-object meaning and 
an a priori model for measuring it. An experiment tested several 
hypotheses concerning how the kind and amount of context affects 
the meanings people ascribe to ordinary consumption objects (and 
the labels that they use to identify those meanings). Overall, the 
findings support the proposed conceptualization. 
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KLEINE, Susan Schultz see Allen, Chris T. (March 1992) 


KOLBE, Richard H. and Melissa S. BURNETT (1991), 
Content-Analysis Research: An Examination of Ap- 
plications with Directives for Improving Research 
Reliability and Objectivity (September), 243-250. 


This article provides an empirical review and synthesis of published 
studies that have used content-analysis methods. Harold Kassar- 
jian’s critical guidelines for content-analysis research were used 
to examine the methods employed in 128 studies. The guidelines 
were expanded by providing an empirical investigation of multiple 
dimensions of objectivity. Reliability issues were also assessed by 
examining factors central to the replication and interjudge coef- 
ficient calculations. The findings indicate a general need for im- 
provement in the application of content-analysis methods. Sug- 
gestions for calculating reliability coefficients and for improving 
the objectivity and reliability of research are offered. 


KOPALLE, Praveen K. and Donna L. HOFFMAN 
(1992), Generalizing the Sensitivity Conditions in 
an Overall Index of Product Quality (March), 530- 
535. 


The issue of the sensitivity of weighted linear composites to at- 
tribute-importance weights has attracted researchers from various 
disciplines, including marketing, psychology, and statistics. At issue 
is how sensitive a weighted scale is to a particular choice of weights. 
Scale sensitivity is defined by a negative correlation between two 
scales. By considering the general case of n attributes and using 
an algebraic approach, we specify the precise sufficiency conditions 
under which two scales will correlate negatively and thus be sensitive 
to the weights chosen. These sensitivity conditions are derived in 
the context of the computation of an overall product-quality scale, 
which is simply a special case of the general multiattribute problem. 
We illustrate these conditions for the case of two quality scales 


using examples from Test (from 1983), a German magazine similar 
to Consumer Reports, and from Places Rated Almanac (from 
1987). 
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LANE, Paul M. see Kaufman, Carol Felker (December 
1991) 


LASTOVICKA, John L. see Murry, John P., Jr. (March 
1992) 


LAWSON, Robert see Park, C. Whan (September 1991) 
LEONG, Siew Meng see Cote, Joseph A. (December 1991) 


LEVY, Sidney J. see Heisley, Deborah D. (December 
1991) 


LICHTENSTEIN, Donald R., Scot BURTON, and Eric 
J. KARSON (1991), The Effect of Semantic Cues 
on Consumer Perceptions of Reference Price Ads 
(December), 380-391. 


This article examines the differential effects of two types of semantic 
cues: (1) cues connoting that an advertised price discount exhibits 
low consistency over time, and (2) cues connoting that an advertised 
discount is highly distinctive vis-a-vis competitors. Results suggest 
that, for manipulations of external reference prices with offering 
price held constant, semantic cues that connote high distinctiveness 
are more effective in influencing consumers’ price-related evalu- 
ations when the external reference price is otherwise implausibly 
high than are semantic cues that connote low consistency. For 
manipulations of offering prices with external reference price held 
constant, however, semantic cues connoting high distinctiveness 
exert more relative influence on price-related cognitions when 
offering prices are high. 
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LINDQUIST, Jay D. see Kaufman, Carol Felker (De- 


cember 1991) 


LORD, Kenneth R. see Miniard, Paul W. (June 1991) 
LYNCH, John G., Jr., Dipankar CHAKRAVARTI, and 


Anusree MITRA (1991), Contrast Effects in Con- 
sumer Judgments: Changes in Mental Representa- 
tions or in the Anchoring of Rating Scales? (Decem- 
ber), 284-297. 


Contrast effects in consumers’ judgments of products can stem 
from changes in how consumers mentally represent the stimuli 
or in how they anchor rating scales when mapping context-invariant 
mental representations onto those scales. We present a framework 
for distinguishing between these types of contrast effects on the 
basis of whether changes in mean ratings of multiattribute stimuli 
are accompanied by evidence of changes in their rank order. We 
also report two empirical studies. In study 1, mean overall ratings 
of a “core set” of car profiles showed contrast effects due to ma- 
nipulations of the ranges of gas mileage and price in several seis 
of “context profiles.” Diagnostic tests implied that these effects 
reflected changes in response-scale anchoring rather than in mental 
representations. In study 2, consumers high and low in knowledge 
of automobile prices showed equally large contrast effects on ratings 
of the expensiveness of a core set of real cars. Diagnostic tests 
showed that these reflected true changes in mental representation 
for low-knowledge consumers but only changes in scale anchoring 
for more knowledgeable ones. Thus, ostensibly similar context 
effects on simple ratings have different underlying causes and im- 
plications for behavior. The findings suggest alternative interpre- 
tations of contrast effects in past research on price perception, 
consumer satisfaction, and service quality. 


M 


MACHLEIT, Karen A. see Allen, Chris T. (March 1992) 
MACINNIS, Deborah J. and C. Whan PARK (1991), 


The Differential Role of Characteristics of Music on 
High- and Low-Involvement Consumers’ Processing 
of Ads (September), 161-173. 


This article examines the impact of two dimensions of music— 
its fit with the advertised message and its ties to past emotion- 
laden experiences (indexicality)—on low- and high-involvement 
consumers’ ad processing. Previous research suggests that exe- 
cutional cues in an ad exert their influence primarily under con- 
ditions of low involvement in the form of peripheral-route pro- 
cessing. However, this view may be overly simplistic. Certain ex- 
ecutional cues may influence central-route (message-based) and 
peripheral (non-message-based) processing of both high- and low- 
involvement consumers; however, the direction of this influence 
may depend on both the specific characteristic of the cue and the 
level of consumer involvement. The results of this research generally 
are consistent with these expectations. 


MACKENZIE, Scott B. and Richard A. SPRENG (1992), 


How Does Motivation Moderate the Impact of Cen- 
tral and Peripheral Processing on Brand Attitudes 
and Intentions? (March), 519-529. 


This study examined how motivation moderates the impact of 
central and peripheral processing on the formation of brand at- 
titudes and purchase intentions in an advertising pretest setting. 
The results indicate that increasing motivation to evaluate an 
advertised brand through the manipulation of consumer processing 
goals (1) increases the impact of central brand processing on brand 
attitudes and decreases the impact of a peripheral cue on brand 
attitudes, primarily by influencing the strengths of the relations 
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among these constructs rather than by influencing their mean 
levels, (2) has no effect on the impact of the peripheral cue on 
brand cognitions, and (3) increases the impact of brand attitudes 
on purchase intentions by strengthening the attitude-intention re- 
lation and by increasing brand attitudes directly. The theoretical 
and practical implications of these findings are discussed. 


MAHESWARAN, Durairaj see Meyers-Levy, Joan (June 


1991) 


MAZZON, José Afonso see Kamakura, Wagner A. (Sep- 


tember 1991) 


MEYERS-LEVY, Joan (1991), Elaborating on Elabo- 


ration: The Distinction between Relational and Item- 
specific Elaboration (December), 358-367. 


This article examines the distinction between and the effects of 
two different types of elaboration on various indicators of ad ef- 
fectiveness. One type of elaboration, known as item-specific pro- 
cessing, emphasizes the distinctive features of each ad claim. A 
second type, called relational processing, highlights similarities 
(e.g., common themes) that link various ad claims. This study 
shows that recall of ad claims is enhanced when manipulations 
foster both types of elaboration simultaneously. However, rec- 
ognition and clustered recall are enhanced only when manipulations 
invite item-specific and relational processing, respectively. Finally, 
data on product judgments, consumption intentions, and the cor- 
respondence between these types of responses suggest that item- 
specific processing may have more impact on these measures. 


MEYERS-LEVY, Joan and Durairaa MAHESWARAN 


(1991), Exploring Differences in Males’ and Females’ 
Processing Strategies (June), 63-70. 


Existing research suggests that, relative to males, females often 
are more concerned with the particulars of message claims when 
processing advertising messages. This research examines how males 
process messages, when gender differences in processing are likely 
to occur, and whether variance in either information availability 
(the extent of message encoding) or information accessibility (the 
richness of message encoding) is likely to mediate such differences. 
The findings suggest that whether gender differences in processing 
occur depends on the nature of the response task and the level of 
cue incongruity contained in the message. Differences in the ac- 
cessibility of message cues and in the genders’ likelihood of using 
alternative processing strategies seem likely to account for these 
findings. 


MICK, David Glen (1992), Levels of Subjective Com- 


prehension in Advertising Processing and Their Re- 
lations to Ad Perceptions, Attitudes, and Memory 
(March), 411-424. 


Two fundamental orientations toward message comprehension 
have appeared in advertising research: the traditional objective 
view, which applies an accuracy criterion to conceptualize and 
evaluate comprehension, and the subjective view, which applies 
other criteria related to the individual comprehender and the actual 
experience of the message. This article develops a framework for 
four levels of subjective comprehension on the basis of an elab- 
oration criterion. Comprehension levels are hypothesized to differ 
in their relations to ad perceptions, attitudes, and memory. Results 
from an empirical study provide initial support for the framework, 
including new theoretical insights and explanatory ability beyond 
the objective orientation. Discussion focuses on implications for 
advertising theory and consumer research. 


MILBERG, Sandra see Park, C. Whan (September 1991) 
MINIARD, Paul W., Sunil BHATLA, Kenneth R. 


LORD, Peter R. DICKSON, and H. Rao UNNAVA 
(1991), Picture-based Persuasion Processes and the 
Moderating Role of Involvement (June), 92-107. 
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Although pictures have been shown to enhance the impact of 
persuasive communications, little is known about the robustness 
of such effects. This study examines how involvement moderates 
the process by which pictures affect brand attitudes and purchase 
intentions. The results show that involvement’s moderating role 
depends on whether pictures convey product-relevant information. 
Whereas the impact of affect-laden pictures devoid of product- 
relevant information declines as involvement increases, involve- 
ment exerts the opposite effect for product-relevant pictures. The 
results also demonstrate that the images evoked by pictures and 
thoughts about a picture’s appropriateness play an important me- 
diating role in the persuasion process underlying peripheral pictures. 


MITRA, Anusree see Lynch, John G., Jr. (Decernber 


1991) 


MOORE, William L. see Glazer, Rashi (June 1991) 
MURRAY, Jeff B. and Julie L. OZANNE (1991), The 


Critical Imagination: Emancipatory Interests in 
Consumer Research (September), 129-144. 


Critical theory is presented as an interdisciplinary approach to 
seeking knowledge about consumers. Critical theory holds that 
social problems often result from groups in society being con- 
strained by social structures and processes that they themselves 
construct and maintain. Critical research involves grasping both 
the intersubjective understandings of the groups involved and the 
historical-empirical understanding of the potentially constraining 
objective social conditions. Contradictions that are discovered 
provide the stimuli for change. Through the process of critique 
and dialogue, the critical researcher tries to help people imagine 
alternative social organizations that facilitate the development of 
human potential free from constraints. 


MURRY, John P., Jr., John L. LASTOVICKA, and Sur- 


endra N. SINGH (1992), Feeling and Liking Re- 
sponses to Television Programs: An Examination 
of Two Explanations for Media-Context Effects 
(March), 441-451. 


This research empirically examined how the feelings elicited by 
television programs and the liking of television programs affected 
viewers’ evaluations of commercials. Subjects’ feelings were ma- 
nipulated by viewing a positive, negative, or neutral emotion- 
eliciting program while program liking was controlled statistically. 
Viewers’ liking of programs positively influenced attitude toward 
the ad and attitude toward the brand, with the effect on the latter 
mediated through the former. Feelings elicited by the programs 
had no effect on these same attitudes. The influence of program 
liking on attitude toward the ad, and subsequently on attitude 
toward the brand, was moderated by both commercial involvement 
and the commercial’s position in a sequence of commercials. 
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OLIVER, Richard L. see Westbrook, Robert A. (June 


1991) 


OZANNE, Julie L., Merrie BRUCKS, and Dhruv GRE- 


WAL (1992), A Study of Information Search Be- 
havior during the Categorization of New Products 
(March), 452-463. 


Consumers are confronted with hundreds of new products each 
year, yet little is known about how these new products are integrated 
into existing knowledge structures. Depending on the new products’ 
similarity or dissimilarity to categories stored in memory, con- 
sumers’ information search may be influenced. In this study, con- 
sumers’ information-seeking behavior was explored during the 
categorization of new products that differed in varying degrees 
from preexisting category expectations. Results suggest that subjects 
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manage the cognitive effort of search by limiting the breadth of 
search. However, an inverted-U relationship exists between dis- 
crepancy and depth of search. Thus, it appears that, at a moderate 
level of discrepancy, subjects may examine a relevant set of at- 
tributes in greater depth rather than search for information on a 
broad range of attributes. With high discrepancy, however, it ap- 
pears that subjects try alternative internal strategies rather than 
search for more information. 


OZANNE, Julie L. see Murray, Jeff B. (September 1991) 


PARK, C. Whan, Sandra MILBERG, and Robert LAW- 


SON (1991), Evaluation of Brand Extensions: The 
Role of Product Feature Similarity and Brand Con- 
cept Consistency (September), 185-193. 


This article examines two factors that differentiate between suc- 
cessful and unsuccessful brand extensions: product feature similarity 
and brand concept consistency. The results reveal that, in iden- 
tifying brand extensions, consumers take into account not only 
information about the product-level feature similarity between the 
new product and the products already associated with the brand, 
but also the concept consistency between the brand concept and 
the extension. For both function-oriented and prestige-oriented 
brand names, the most favorable reactions occur when brand 
extensions are made with high brand concept consistency and high 
product feature similarity. In addition, th~ ~-lative impact of these 
two factors differs to some extent, deper. __; on the nature of the 
brand-name concept. When a brand’s concept is consistent with 
those of its extension products, the prestige brand seems to have 
greater extendibility to products with low feature similarity than 
the functional brand does. 


PARK, C. Whan see MacInnis, Deborah J. (September 


1991) 


PECHMANN, Cornelia and S. RATNESHWAR (1991), 


The Use of Comparative Advertising for Brand Po- 
sitioning: Association versus Differentiation (Sep- 
tember), 145-160. 


The explicit superiority claims in direct comparative ads should 
facilitate differentiation of the advertised brand from the com- 
parison brand. However, prior research suggests that such ads 
primarily associate brands. This problem is investigated by con- 
sidering the categorization and inferential processes elicited by 
direct comparative ads. Results suggest that direct comparative 
ads can enhance consumers’ perceptions of the advertised brand 
by associating it with the comparison brand and simultaneously 
differentiate the brands by lowering consumers’ perceptions of the 
comparison brand on the featured attribute. But both effects are 
contingent on the typicality of the featured attribute and the fa- 
miliarity of the advertised brand. A key finding is that direct com- 
parative ads are most effective for both unfamiliar and familiar 
advertised brands when the featured attribute is typical of the 
category. 


PERACCHIO, Laura A. (1992), How Do Young Children 


Learn to Be Consumers? A Script-processing Ap- 
proach (March), 425-440. 


The experiments reported in this article examine young children’s 
knowledge-acquisition abilities, relative to older children, with the 
goal of identifying how young children learn and then using this 
understanding to design situations in which age differences in 
learning are eliminated. The results indicate that young children 
are able to acquire knowledge equivalent to that of older children 
when the experimental materials and response formats are con- 
gruent with their encoding and retrieval abilities. Younger children’s 
learning was enhanced by (1) the repetition of the same event in 
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an audiovisual format, (2) the presentation of somewhat different 
events in which the goal of the event and the steps involved in 
enacting the event were made salient, and (3) contextual response 
formats that enhanced their retrieval skills. 


R 


RAO, Vithala R. and Joel H. STECKEL (1991), A Po- 


larization Model for Describing Group Preferences 
(June), 108-118. 


This article develops a model for describing the preferences of a 
group in terms of its individual members. The model incorporates 
the empirically observed group-polarization phenomenon. It is 
interesting that the resulting group preference evaluation is es- 
sentially a weighted linear model of individual preferences with 
the addition of an intercept term. The polarization model is em- 
pirically tested in two experimental contexts, faculty-candidate 
and restaurant selection. For both experimental situations, the 
polarization model performed ‘better for the majority of groups 
tested in predicting a holdout sample than did either the more 
common weighted linear model without an intercept (with weights 
summing to one) or the multilinear model. 


RATCHFORD, Brian T. see Srinivasan, Narasimhan 


(September 1991) 


RATNESHWAR, S. and Shelly CHAIKEN (1991), 


Comprehension’s Role in Persuasion: The Case of 
Its Moderating Effect on the Persuasive Impact of 
Source Cues (June), 52-62. 


A study of reactions to a novel product attributed the invention 
to either an expert or a novice. Comprehension of the product 
description was manipulated by varying information exposure time 
(study 1) and contextual prior knowledge (study 2). As predicted 
by the heuristic-systematic model, comprehensibility moderated 
the persuasive impact of source expertise. When comprehension 
was low, subjects relied on the inventor’s expertise in forming 
their attitudes toward the product, but when comprehension and, 
hence, systematic processing were higher, source expertise had no 
impact on subjects’ attitudes. In a pilot study, however, subjects 
attributed comprehensibility to the source and derogated incom- 
prehensible communications. 


RATNESHWAR, S. see Pechmann, Cornelia ‘September 


1991) 


RICHINS, Marsha L. (1991), Social Comparison and the 


Idealized Images of Advertising (June), 71-83. 


This article reviews theories that might explain how advertising 
causes dissatisfaction with the self. It is hypothesized that consumers 
compare themselves with idealized advertising images. Exposure 
to such images may change consumers’ comparison standards for 
what they desire or lower perceptions of their own performance 
on relevant dimensions; the result is lowered satisfaction. Ex- 
ploratory and experimental research examined these hypotheses 
in the context of idealized images of physical attractiveness in ads 
targeted at young women. Evidence for comparison was found. 
Results suggest that idealized images raised comparison standards 
for attractiveness and lowered satisfaction with one’s own attrac- 
tiveness. 
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SHIMP, Terence A., Eva M. HYATT, and David J. 


SNYDER (1991), A Critical Appraisal of Demand 
Artifacts in Consumer Research (December), 273- 
283. 
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Especially since the publication of Sawyer’s instructive article on 
the topic, consumer researchers have been concerned that demand 
artifacts significantly compromise the validity and generalizability 
of experimental findings. In this article we provide an overview 
of the issues surrounding the demand-artifacts controversy, evaluate 
the preconditions for demand artifacts, and offer a critique of 
suppositions about the consequences and appropriate control of 
demand artifacts. Kellaris and Cox’s critique of Gorn’s well-known 
classical conditioning experiments provides the backdrop for much 
of the discussion. 


SHIMP, Terence A., Elnora W. STUART, and Randall 
W. ENGLE (1991), A Program of Classical Con- 
ditioning Experiments Testing Variations in the 
Conditioned Stimulus and Context (June), 1-12. 


Twenty-one experiments regarding the strength of attitudinal con- 
ditioning for various brands of cola were performed. The con- 
ditioned stimulus, brand familiarity (various unknown, moderately 
known, and well-known cola brands), and the embedding context 
in which conditioning trials occurred (other known or unknown 
brands) were manipulated. Effects are strongest for unknown and 
moderately known brands and for colas conditioned in a context 
of known versus unknown brands. Evidence is also provided 
showing that attitudes are conditioned only when subjects are 
aware of the contingency between conditioned and unconditioned 
stimuli. 

SHUGAN, Steven M. see Anderson, Eugene W. (Sep- 
tember 1991) 


SINGH, Surendra N. see Murry, John P., Jr. (March 
1992) 


SNYDER, David J. see Shimp, Terence A. (December 
1991) 


SPRENG, Richard A. see Mackenzie, Scott B. (March 
1992) 


SRINIVASAN, Narasimhan and Brian T. RATCHFORD 
(1991), An Empirical Test of a Model of External 
Search for Automobiles (September), 233-242. 


A structural equations model of the determinants of external search 
for automobiles is developed and tested on survey data from recent 
automobile purchasers. By considering how perceived risk and 
perceived benefits affect search, by specifying the role of experience 
and knowledge in the search process more precisely than in other 
field stud.es of search, and by modeling the interrelationship be- 
tween the various determinants of search, we attempt to provide 
new insights into the determinants of search behavior for auto- 
mobiles and other consumer durables. 


STECKEL, Joel H. see Rao, Vithala R. (June 1991) 
STUART, Elnora W. see Shimp, Terence A. (June 1991) 
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TEAS, R. Kenneth and John K. WONG (1992), Item 
Context and the Stability of Entity-based and 
Attribute-based Multiattribute Scaling Methods 
(March), 536-545. 


Multientity scaling is a multiattribute-measurement procedure that 
obtains simultaneous ratings of two or more entities from a single 
respondent. The purpose of this research is to examine experi- 
mentally the issue of item-context effects on the stability of two 
types of multientity scaling procedures—attribute-based and entity- 
based multientity scaling. The findings indicate that both proce- 
dures may be subject to problems of instability when the com- 
parative context of the ratings is changed, with attribute-based 
scaling being characterized by more instability than entity-based 
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scaling. On the basis of the findings, potential methods of increasing 
multientity scaling stability are explored. 
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UNNAVA, H. Rao see Miniard, Paul W. (June 1991) 
URBANY, Joel E. and Peter R. DICKSON (1991), Con- 


sumer Normal Price Estimation: Market versus Per- 
sonal Standards (June), 45-51. 


In reference-price models, internal reference price is typically es- 
timated from actual market prices. Given the generally poor price 
knowledge consumers have exhibited in prior research, the question 
is whether it is reasonable to use actual market prices to estimate 
consumers’ internal reference-price standards. The initial answer 
provided in this research, surprisingly, is yes. Although internal 
reference prices are measurable and do affect consumer price per- 
ception, the gains in measuring and using those standards in pre- 
dicting brand choice for frequently purchased products may not 
be worth the costs. Reasons why the surrogate price measure may 
work and implications for the measurement of internal reference- 
price standards are considered. 
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WAGNER, Janet see Garner, Thesia I. (December 1991) 
WALLENDORF, Melanie and Eric J. ARNOULD 


(1991), “We Gather Together”: Consumption Rituals 
of Thanksgiving Day (June), 13-31. 


Thanksgiving Day is a collective ritual that celebrates material 
abundance enacted through feasting. Thanksgiving Day both marks 
and proves to participants their ability to meet basic needs abun- 
dantly through consumption. So certain is material plenty for 
most U.S. citizens that this annual celebration is taken for granted 
by participants. Not just a moment of bounty but a culture of 
enduring abundance is celebrated. This article draws on 10 data 
sets compiled over a five-year period. We interpret the consumption 
rituals of Thanksgiving Day as a discourse among consumers about 
the categories and principles that underlie American ©. nsumer 
culture. That is, Thanksgiving Day is read as an enacted document 
orchestrated symbolically and semiotically through consumption. 
The cultural discourse of Thanksgiving Day negotiates meanings 
and issues in both the domestic and national arenas that are difficult 
for many to acknowledge, articulate, and debate verbally. Through 
the use of multiple perspectives and sources of data, we attempt 
to elucidate both the emic and etic meanings of this holiday. 


WESTBROOK, Robert A. and Richard L. OLIVER 


(1991), The Dimensionality of Consumption Emo- 
tion Patterns and Consumer Satisfaction (June), 84— 
91. 


Although both consumption emotion and satisfaction judgments 
occur in the post-purchase period, little is known about their cor- 
respondence. This article investigates the interrelationships between 
the two constructs by way of taxonomic and dimensional analyses 
to identify patterns of emotional response to product experiences. 
Five discriminable patterns of affective experience were uncovered, 
which were based on three independent affective dimensions of 
hostility, pleasant surprise, and interest. The results extend prior 
findings of a simple bidimensional affective-response space and 
reveal that satisfaction measures vary in their ability to represent 
the affective content of consumption experiences. 
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